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PENGARUH BRAND IDENTITY DAN PERCEIVED QUALITY 
TERHADAP WORD OF MOUTH  DAN  PURCHASE INTENTION 




 Pengetahuan konsumen terhadap suatu merek memiliki peran 
penting dalam setiap tindakan yang akan dilakukan oleh konsumen. 
Menciptakan purchase intention juga menjadi kunci keberhasilan 
perusahaan agar dapat bertahan di ere pasar saat ini. Hal ini menjadi alasan 
utama bagi sebuah perusahaan telekomunikasi terutama Xiaomi agar dapat 
dikenal oleh masyarakat luas. Penelitian ini bertujuan mengetahui pengaruh 
Brand Identity danPerceived Quality TerhadapWord of Mouth danPurchase 
Intention pada produk Xiaomi di Surabaya. 
 Penelitian ini merupakan penelitian kausal. Teknik pengambilan 
sampel menggunakan non probability sampling dengan cara purposive 
sampling. Sampel yang digunakan sebesar 110 responden yang mengetahui 
produk Xiaomi. Data dikumpulkan dengan instrumen kuesionerr dan 
selanjutnya diolah dengan teknik  analisis Structural Equation Model 
dengan menggunakan program LISREL. Hasil penelitian ini menunjukkan 
bahwaBrand Identity berpengaruh positif terhadapWord of Mouth,Perceived 
Quality berpengaruh positif terhadap Word of Mouth,Brand Identity  
berpengaruh positif terhadap Purchase Intention,Perceived Quality 
berpengaruh positif terhadap Purchase Intention, dan Word of mouth 
berpengaruh positif terhadap Purchase Intention. 
 
 






IMPACTBRAND IDENTITY AND PERCEIVED QUALITY ON WORD 
OF MOUTH  AND  PURCHASE INTENTION 




 Consumers knowledge towards a brand has an important role in 
everyaction that consumers do. Create purchase intention also being a key 
of success of the company so they can survive in the market era these days. 
This is the main reason for telecommunications company like Xiaomi to be 
recognize by the public. The aim of this research is to investigate impact of 
Brand IdentityandPerceived QualityonWord of MouthandPurchase 
Intention of Xiaomi Brand in Surabaya. 
 This study is a research clause. The sampling technique using  non 
probability samplingwithpurposive sampling. The number of samples used 
is 110 respondents who knows about Xiaomi product. Data were collected 
by questionnaire and processed further with Structural Equation 
Modelanalysis techniques by using LISREL program. This study shows that 
Brand Identityhas a positive effect on  Word of Mouth, Perceived 
Qualityhas a positive effect on Word of Mouth, Brand Identity has a 
positive effect on Purchase Intention, Perceived Quality has a positive 
effect on Purchase Intention, and Word of mouth has a positive effect on 
Purchase Intention. 
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